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Abstract 
The increased consumers’ shift towards a healthier lifestyle resulted also in a change towards a natural way of healing and curing 
diseases and disorders. Therefore, the health and wellness industry grew rapidly all over the world, making it a dynamic tourism 
market in a country’s economy. Under this context, this study aims in segmenting customers of the thermal spring baths of Pozar 
Aridaia, Greece, based on perceived importance of the wellness facilities. Field research was actualized on the premises of the 
thermal springs, employing a questionnaire designed specifically for this purpose and based on the results of qualitative research 
and previous literature review. Sixteen wellness facilities were rated on a five point scale by 263 customers. Data analysis 
included descriptive statistics, reliability, and factor and cluster analysis. Three factors derived based on visitors’ perceptions 
accounting for 76.4% of the total variance. Cluster analysis exported three clusters: the customers with high demands, the ones 
with moderate demands and the mostly indifferent in demands customers. The results of this research are considered necessary 
for the thermal spring/spa of Pozar in order to satisfy its customers and maintain its market share.  
© 2014 The Authors. Published by Elsevier B.V. 
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1. Introduction 
According to the World Health Organization (1948) the definition of health is “The extent to which an individual 
or a group is able to realize aspirations and satisfy needs, and to change or cope with the environment. Health is a 
resource for everyday life, not the objective of living; it is a positive concept, emphasizing social and personal 
resources as well as physical capabilities” WHO, 1948 in Wellness Tourism Worldwide, 2011). According to 
Goodrich and Goodrich (1987) health tourism is defined as "…an attempt on the part of a tourist facility (e.g. hotel) 
or destination (e.g. Baden, Switzerland) to attract tourists by deliberately promoting its health-care services and it 
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can include medical examinations by qualified doctors and nurses at the resort or hotel, special diets, acupuncture, 
transvital injections, vitamin–complex intakes, special medical treatments for various diseases such as arthritis and 
herbal remedies." Health tourism is distinguished in two concepts: medical (curative in basis) and wellness 
(preventive and wellbeing) tourism (Smith & Puczkó, 2009). Health problems as a consequence of the stressful way 
of living accompanied with bad eating habits made consumers gradually become more health conscious, considering 
that health is not to be taken for granted. This comprehension resulted in a change to natural-based and alternative 
preventive and curing health methods, leading health tourism into continuously gaining grounds, and resulting in 
high increase in revenues and profits (Lund, 1996). Health tourism has a large tradition in Greece going back to the 
ancient times for curative and preventative reasons (Agelidis, 2002). In fact, its history is closely intertwined with 
the history of Greece since the ancient Greeks were the first to use the baths for hygienic. Thermal bath visitation is 
acknowledged as a type of health tourism associated with curative and/or preventive reasons. Many researchers had 
dealt with thermal spring and spa studies. A significant number of studies involves the description of the 
characteristics of the thermal bath waters (Joseph et al., 2013; Nikopoulos et al., 2010; Vogiannis and Nikopoulos, 
2008) and a description of a spa or spas in country/countries (e.g., Freire, 2013; Benedetto and Millikan, 1996; 
Obrdliki, 1988). Moreover, there is a numerous amount of studies regarding spa development (e.g. Sava, 2013; 
Bakuz and Klesh, 2009; Lee and King, 2008) and spa destination (Lee et al., 2009; Lee & King, 2009). Others study 
spa branding and positioning (Hjalager et al., 2011; Radnic et al., 2009; Bennett et al., 2004), while others study 
customers profile of spa or thermal baths visitation/tourism (e.g. Tawil, 2011; Mak et al., 2009). Lastly, there are a 
considerable number of studies that investigate consumer’s behavior towards thermal baths/ spa in different aspects, 
such as satisfaction from service quality, motivations, etc. (Xu and Guo, 2009; Mak et al., 2009; Snoj and Mumel, 
2002). 
Greece has many thermal springs, 752 in total from which 16 have been recognized to date by the Special 
Committee for Protection of Natural Thermal Resources. Even in the health tourism industry, competition is very 
stiff, especially after the economic recession. The health tourism product in the sense of thermal spring and spa bath 
visitation, indicate the necessity for specific facilities for the complete satisfaction of customers in order to be able to 
compete in the highly competitive market. Under this context, this research aims to segment customers of the 
thermal spring baths of Pozar Aridaia, Greece, based on perceived importance of the thermal spring/spa bath’s 
wellness facilities.  
1.1. Pozar baths 
The natural thermal spring baths of Pozar Aridaia or hot springs spa of Loutraki (Pozar), Aridaias are located in a 
magnificent location, an area of 72 acres and at an altitude of 360-390m. It is 13 km. away from the headquarters of 
the municipality Aridaia; 45km. from Edessa, the capital of the prefecture Pella, and 100km. from the city of 
Thessaloniki. Their name comes from the word "Po" and "ZAR", meaning "below the fire." The area is characterized 
as mountainous creating a rare picturesque landscape. Visitors not only can receive treatments, but can take an active 
role. The climate, the environment, the hydropathic treatment, creates the most favourable conditions for true 
relaxation and wellness. The water temperature is 37 C. The water is referred as warm HCO -Ca-Ng-k-B-As, few 
metal elements, hypotonic thermal water (loutrapozar.com.gr). 
2. Methodology - results 
2.1. Procedure and sampling 
A questionnaire was developed specifically for this purpose based upon previous research by Chang and Beise-
Zee (2013); Freire (2013); Kamenidou et al. (2012a, 2012b); Economou et al. (2006), as well as, qualitative research. 
In order to collect data, field research was substantiated on the premises of the thermal spring/spa of Pozar Aridaia. 
Two hundred and sixty three visitors participated in the research, whereas they completed an aided self-
administrated questionnaire. The sample size of 263 valid questionnaires can be considered as satisfactory for the 
purposes of the research as well as the main statistical analysis utilized Hair et al. (2005). Analysis of data consisted 
of descriptive statistics, reliability, factor and K-means cluster analysis. 
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2.2. Consumers’ profile 
As to gender, 54% of the sample was males and 46% were females. Regarding age, 24% was ranging from 18-35 
years old; 38% ranged from 36-55 years of age, and 45% were more than 56 years old. As to marital status about 
half of the sample was married (45%), were on pension (31%) or private employees (24%); had finished secondary 
school (40%), and had a net family income up to 1000 Euros (69%). No one was a first time visitor at Pozar thermal 
baths while 53% had visited Pozar thermal spring/ spa up to 5 times; 25% of the sample 6-10 times and 22% had 
visited Pozar thermal spring spa 11+ times. Main reason for visitations was health issues in the prevention or 
curative manner (70%) and secondly to get some rest (40%).  
2.3. Facilities perceived as important by customers 
Table 1 presents the 16 facilities that were measured for perceived importance by customers during their visit to 
Pozar thermal spring baths. The three most important wellness facilities with the higher Mean Score (MS) were: a) 
the internal swimming pool with thermal water (MS=4.85), b) the external swimming pool with thermal water 
(MS=4.85) and c) the nasal shower chamber with the nasal rinsing machines (MS=4.83). On the other hand, only 
one item had MS<3.00, being the “temples/churches” (MS=2.88). 
Table 1. Perceived by customers degree of importance for wellness facilities (%) 












Museum 46.6 28.0 22.0 2.5 0.8 4.17 (0.91) 
Shops 47.9 24.6 24.6 0.9 1.9 4.16 (0.96) 
Hotel/ rooms for rent on 
the premises 47.9 22.8 17.4 5.5 6.4 4.00 (1.21) 
Temples/churches 19.4 13.9 20.0 28.9 17.8 2.88 (1.38) 
Small clinic/ a doctor’s 
office 59.5 21.0 14.8 1.9 2.9 4.32 (0.99) 
Café-Bar 68.4 20.9 7.4 0.8 2.5 4.52 (0.86) 
Dining room-restaurant 60.5 20.5 16.6 1.5 1.0 4.38 (0.88) 
Sauna 78.9 16.3 4.0 0.8 0.0 4.73 (0.57) 
Individual –private spa 
baths 83.0 16.2 0.0 0.0 0.8 4.81(0.51) 
Nasal shower chamber with 
nasal rinsing machines 84.9 15.1 0.0 0.0 0.0 4.83 (0.36) 
Individual inhaler devices 84.6 13.9 1.5 0.0 0.0 4.83 (0.42) 
Fully equipped Gym 82.7 14.2 1.6 0.0 1.6 4.76 (0.63) 
Internal thermal water 
swimming pool 86.5 12.0 1.6 0.0 0.0 4.85 (0.40) 
External thermal water 
swimming pool 84.6 13.8 1.5 0.0 0.0 4.85 (0.41) 
Massage rooms 80.8 17.7 1.5 0.0 0.0 4.79 (0.44) 
Hamam (steam bath) 83.5 14.9 1.5 0.0 0.0 4.82 (0.42) 
MS**= Mean Score (StD) 
2.4. Factor analysis - Cluster analysis  
The 16 wellness facilities, which were rated for importance was, factor analyzed (PCA varimax rotation) for 
variable reduction (Table 2). Three factors derived (K.M.O.= 0.792; B.T.S=2651.624; df=120; p= 0.00) accounting 
for 76.4% of the Total Variance (T.V.), with total reliability of the scale, a=0.871. Factor 1 was named “Main 
wellness facilities” because it was associated with all the facilities that have to do directly with the installations of 
the use of the thermal water, and with factor loadings ranging from 0.638-0.940. Factor 2 was labelled 
“Accommodation facilities” since it included the items associated with customers accommodation at Pozar thermal 
baths (factor loadings ranging from 0.699-0.878). Lastly, Factor 3 was named “Entertainment facilities” because it 
encompassed the three items referring to “entertainment” of visitors, with factor loadings ranging from 0.702-0.865.  
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Table 2. Factors extracted for the perceived by customers importance of wellness facilities 
Factors Wellness facilities Factor loading 
Cronbach A / 
factor 
Factor 1: 
Main wellness facilities 
 




Individual -private spa baths 0.880 
Nasal shower chamber with nasal rinsing machines 0.857 
Individual inhaler devices 0.875 
Fully equipped Gym 0.839 
Internal thermal water swimming pool 0.940 
External thermal water swimming pool 0.921 
Massage rooms 0.780 




19.5% of T.V. 
MS=4.39 (0.82) 
Small clinic/ a doctor’s office 0.878 
0.882 
Hotel/ rooms for rent on the premises 0.804 
Café-Bar 0.878 








0.710 Shops 0.865 
Temples/ churches 0.702 
T.V*.= Total Variance  
In order to segment the sample based on the three factor dimensions of the perceived importance of facilities, 
cluster analysis was employed. The analysis resulted in a three cluster solution. Multivariate statistics indicated 
statistical significances difference between the three clusters, where all factors contributed to differentiate the three 
customer clusters. Each segment's Final Cluster Centers (FCC), the sample size, and ANOVA test results are 
presented in Table 3. 
Table 3. Segments of Pozar thermal spring visitors based on perceived importance of wellness facilities 







F1: Wellness facilities (Sauna, Indivi-dual -
private spa baths, Nasal shower chamber with 
nasal rinsing machines, Individual inhaler 
devices, Fully equip-ped Gym, Internal 
thermal water swimming pool, External 
thermal water swimming pool, Massage 
rooms, Hamam (steam bath) 
4.44 4.67 4.80 F=5.393 (p=0.005) 
F2: Accommodation facilities (Small clinic/ a 
doctor’s office, Hotel/ rooms for rent on the 
premises, Café-Bar, Dining room -restaurant) 
2.91 4.39 4.73 F=286.689 (p=0.000) 
F3: Entertainment facilities(Museum, Shops, 




The three segments obtained via K-means cluster analysis were: 
Cluster I: Wellness facilities demanding visitors. The first cluster represents 24.7% of the sample. This cluster 
has high FCC only for the wellness facilities. They perceive as important only the wellness facilities, consider as 
neither important / nor unimportant the entertainment facilities, and unimportant with a high tendency towards 
neither important / nor unimportant for the accommodation facilities. This segment probably leaves in the nearby 
area, and for so, it comes only to use the wellness facilities and cares only that they are in good condition. 
Cluster II: Facilities and accommodation demanding customers. The second cluster represents 28.5% of the total 
sample size and tends to be the moderate demanding customers. This segment considers important the existence of 
the facilities that are associated with their wellness visit and facilities that are connected with their accommodation. 
This could be because they are from areas that are not from nearby and as such, accommodation is needed for the 
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days of stay. For this reason, this segment considers important beyond the facilities for wellness or health visitation, 
the facilities regarding accommodation, such as rooms to rent, restaurant and cafes, and a small clinic or doctor’s 
office in the premises of the thermal baths of Pozar. On the other hand, this segment considers either important /nor 
unimportant the entertainment facilities, probably because they visit for relaxation or therapy, and are not people 
that care about sightseeing or shopping. 
Cluster III: The demanding customers. The third cluster represents 46.8% of the total sample size and tends to be 
the demanding customers since their FCC’s are >4.60 in all cases. This segment considers as most important the 
existence of the facilities that are associated with their wellness or therapy visit, the facilities that are connected with 
their accommodation, and the entertainment facilities, e.g., shopping and sightseeing. This segment is the “health 
tourism segment”. They are certainly not from a range that they can visit the same day and return to their home. 
Probably, they are people that have not visited the area previously, or people that have health problems and want to 
spend time in the churches nearby.  
3. Discussion- Recommendations 
Studies that dealt strictly with wellness facilities considered important by customers of thermal baths/ spa has not 
been found. Though, studies have been found, dealing with spa services, in which elements are thermal baths/ spa 
facilities. Thus, the comparison of the findings of this research will be done with the aforementioned studies. 
Quintela et al. (2011) note that in the wellness and health tourism customers, except of taking part in the health or 
wellness program provided, are interested in spending the rest of their time in recreation or entertainment. Thus, the 
supply side is obliged to meet the requirements of their customers and satisfy them. Pirnar and Іçöz (2010), state that 
in health tourism customers’ expectations must be met. In this context the knowledge of what facilities customers' 
perceive as important is essential in order for them to retain and expand market share. Mean Scores (MS) from 
descriptive analysis revealed that customers of the Thermal baths of Pozar consider all of the facilities measured as 
important (MS>4.00), all, except one (MS<4.0). So, the thermal spring bath/ spa must totally satisfy what customers 
consider as important facilities and even more what facilities customers perceive as very important (MS>4.51). In 
this matter, they will keep their customers in today’s competitive environment. In essence, these results reveal that 
customers “demand” every single one of these facilities to exist in Pozar thermal baths/spa, and not only to exist, but 
to be in a very good condition. Many respondents during data collection stated “it’s not only a matter of having the 
facilities that are needed in order for us to use, but we care that they are in a good condition, can be used and are not 
broken, are modern and very clean”. The only variable that did not have a MS>4.00 was the existence of a church or 
a temple in the premises.  
With factor analysis, three dimensions derived, namely the “main wellness facilities” the “accommodation 
facilities” and the “entertainment facilities”. The first factor the “main wellness facilities” is the most important one 
with Mean Factor Score (MFS)=4.81 and is connected directly with the equipment that customers need to use. The 
second factor “the accommodation facilities” that has MFS=4.39 is considered also important from customers of the 
Pozar thermal baths. Specifically, the variables considered as most essential by customers, is the presence of a 
doctor’s office/ clinic and the existence of a café. Lastly, the third factor, namely the “entertainment facilities”, is 
tending to be important since its MSC=3.89. The variable that is considered as most important from this factor is the 
existence of shops.  
Through cluster analysis customers were segmented based on their perception of importance of the facility 
factors. The three clusters that derived showed that customers of each cluster are interested in a different kind of 
facilities, based on their personal needs. The first cluster is interested mainly in the Wellness facilities, the second 
cluster is interested in the accommodation facilities, and the third cluster is the most demanding cluster and 
perceives as important all three types of facilities which derived from factor analysis.  
While research that strictly deals with the perceived by customers importance of the wellness facilities at thermal 
baths/ spa has not been found, we found studies that examined the facilities used or wanted by customers during 
their visitation at a spa or thermal bath, or examined the services provided by spas in which the wellness facilities 
were encompassed. For this reason, comparison of the findings of this research will be done with the 
aforementioned studies. The findings of this study are partially consistent with the findings of Towner (1996) who 
suggested that the major supply elements appropriate for spas is “accommodation, food and beverage, 
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entertainment, recreation facilities, health amenities and services, tourist attractions and infrastructure (e.g., utilities 
and transport for both visitors and suppliers) and finally the spa waters themselves.” Also, the findings of this 
research are partially consistent with the job of Langviniene and Sekliuckiene (2009) who stated that obligatory 
features of a resort wellness spa service is accommodation, natural surroundings and variety of restaurants, café, 
bars, entertainment places and any other attraction places. Lastly, the findings are consistent partially with the study 
of Smith and Puczko (2010), who in their work regarding spa across some European countries, found that 
gastronomy, churches historic places, museums and other exhibitions, as well as shopping, are of interest as regards 
spa visitors in Italy. As to Portugal, excursions and cultural attractions were of interest. In all cases baths, thermal 
baths and saunas were used. 
4. Conclusions-Limitations 
This study has contributed to the improvement of the Pozar thermal bath industry performance in Aridaia Greece, 
by investigating customers’ perceived importance of the facilities provided. The outcomes of the study reveal 
dissimilarities in the level of importance of the facilities provided as perceived by guests of Pozar thermal baths. 
These results can be used as basis for improvement in order to at least maintain their market share in the high 
competitive market that becomes even greater due to the economic crisis. Although, there was an attempt to reduce 
limitations in this research, still some exist and need to be mentioned, and which in turn may become the beginning 
of new research on the specific topic. First of all, the outcomes of this study may not characterize all guests in Pozar 
Aridaia, since a non-probability sampling process was used in data collection. Additionally, the study was realized 
in only one operating thermal spring baths in Greece. Consequently, a study that would embrace additional thermal 
springs could be performed to validate the outcomes. Lastly, there are more items that could have comprised the 
questionnaire, but these were the ones most mentioned in qualitative research. Thus, a research that includes more 
variables in other thermal spring baths is desirable to confirm the findings of this research.  
5. Managerial applications 
The findings of this research suggest some managerial implications for the marketing manager of the thermal 
spring baths of Pozar Aridaia and the thermal spring baths of Greece in general. The marketing manager of Pozar 
thermal spring industry may benefit by designing and implementing actions bearing in mind all three dimensions 
identified through factor analysis. These dimensions are strongly connected, meaning that the best outcomes will be 
achieved if marketing managers take all three dimensions into consideration concurrently. 
Also, the combination of the three dimensions of perceived importance of facilities as well as the customer 
segments can provide guidelines for action by the marketing manager staff of the thermal spring spas. First of all, all 
three dimensions derived were considered in general as important by customers, since they had Mean Factor Score: 
MFS >3.51. The first and most significant dimension the “main wellness facilities” had MFS =4.81. This dimension 
is a prerequisite for all three clusters, i.e., for the 100% of the sample. Marketing managers must assure the existence 
of the main wellness facilities/ machinery that are part of the wellness and curing process. Also, managers must 
affirm customers that these facilities are in an excellent condition and that they maintain all the hygiene standards.  
The second dimension is the “Accommodation facilities” which has MFS=4.39 and is considered important for 
the second and third cluster, i.e., more than two thirds of the sample (75.3%). As a result, marketing managers 
should assure that at least a café at the spa premises exist and also rooms for rent for customers that will want to stay 
overnight. Marketing managers must understand that even these secondary facilities are considered important for 
customers, and must be met in quality standards. 
Lastly, the “entertainment facilities” has MFS=3.89 and is considered important for the 46.8% of the sample. 
Consequently, marketing managers must make aware to their potential customers that recreational activities are 
provided. Meaning that even though customers have come to Pozar’s thermal springs for relaxation or therapy, or to 
accompany a friend or relative, they may find things to do, apart from a café and dining in the premises. Thus, 
marketing managers should take strategic actions to arise and reassure positive attitudes about provided directly or 
indirectly products and services through the available advertising channels, focusing and pointing out their quality 
standards. Lastly, due to the memorandum that Greece signed with the TROIKA in 2010, the subsidized from the 
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government visitation to thermal springs for curative reasons has terminated. Therefore, the marketing manager of 
the thermal springs in general in Greece, are strongly recommended to use bundled pricing, i.e. to price two or more 
products or services for one price. 
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